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Chapter Summary 
Winter climates provide opportunities for residents and visitors to engage in a variety of leisure activities such as 

skating, toboganning, skiing, snowboarding and more recent introductions such as fat biking. These activities serve to 

animate winter cities and enhance the quality of life of residents. At the same time, winter conditions often act as a 

detriment to participation in leisure pursuits as people are reluctant to endure cold temperatures outdoors.  Winter 

cities around the world are attempting to reposition winter as a season for residents and visitors to embrace and 

enjoy. This case documents the process used by multiple stakeholders in the City of Edmonton to celebrate its winter 

season and transform itself into “a World-Leading Winter City.”  Initiated with a series of public consultations 

beginning in 2011, ten themes were identified to formulate a WinterCity Strategy for the City of Edmonton. The 

themes are categories divided into “Winter Life,” “Winter Design,” Winter Economy,” and “Our Winter Story.”   Since 

the launch of the Strategy in October 2012, City practitioners, entrepreneurs, NGO partners and members of the 

public have been engaged in efforts to reclaim the public spaces of Edmonton to celebrate winter living. A WinterCity 

Coordinator and support team at the City of Edmonton is championing these efforts. Efforts include developing a 

four-season patio culture; creating new winter based narratives with the City’s poet Laurette, public school writing 

competitions, and media outreach; expanding winter festival offerings and related special events; and, enhancing 

building and infrastructure design to mitigate the negative effects of cold temperatures and wind, and enhance solar 

access. The impact of the Winter Cities Initiative and lessons learned from the first 5 years of these efforts are 

described in the case. This case study aids in winter city repositioning by identifying innovative ideas for reclaiming 

and animating the winter cityscapes making them more attractive places to live and visit. The case also provides a 

“kick start” to expand the dialogue around the impact of climate on quality of life, leisure participation and 

community identity. 
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Learning Objectives:  
After reading this case study, learners will be able to: 

1. Describe an example of a collaborative city wide initiative to utilize winter climate assets to create innovative 

leisure settings and experiences for residents and visitors; 

2. Identify strategies and critical success factors to enhance the attractiveness and livability of winter cities; 

3. Understand the positive influence of inclusive governance models and partnership practices in multi-sectoral 

initiatives. 

The Issue, Opportunity or Trend 
While winter climates and their associated conditions such as cold, snow and ice are often perceived as impediments 

to leisure, they also provide opportunities for residents and visitors to engage in a variety of leisure activities such as 

skating, toboganning, skiing, snowboarding and more recent introductions such as fat biking. These activities can 

animate winter cities and enhance the quality of life of residents if the conditions to participate are actively promoted 

and enabled through innovative design practices, event planning and shifting people’s mindsets and behavior 

patterns. Winter cities around the world are attempting to reposition winter as a season for residents and visitors to 

embrace and enjoy. The case documents the process and approaches used by multiple stakeholders in the City of 

Edmonton to celebrate its winter season and transform itself into “a World-Leading Winter City.”  

Insights from the literature 

While we may assume that winter climates adversely impact leisure behaviour, there is little empirical evidence in the 

literature about the relationship between them.  There is some evidence that when weather is inclement, people will 

substitute some of their leisure for work (Connolly, 2008). Recreationists consider weather circumstances before 

deciding whether or not to engage in activities (Perry, 1972; Rutty & Andrey, 2014) yet, in Alberta, adaptations in 

leisure during the winter months were speculated to fluctuate more based on people’s demographic and socio-

economic circumstances than by the external environment during winter (Horna, 1985). In other words, people will 

adapt their leisure to winter environments if they are made accessible and affordable.  More recent research supports 

the resilience of winter city inhabitants in Norway whereby researchers found that having a positive wintertime 

mindset was associated with greater life satisfaction, personal growth and positive emotions (Leibowitz, 2015). In 

northern climates like Canada, where 2-3% of people experience the “winter blues” or seasonal affective disorder 

(Canadian Mental Health Association, 2017)and where leisure is becoming increasingly home-centered and sedentary 

(Balmer, 2011), creating  opportunities to develop positive winter mindsets among residents thus enabling them to 
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adapt to seasonal weather fluctuations is important. Similarly, creating climate responsive habitats and livable winter 

cities has the potential to minimize negative impacts of seasonal weather changes. 

Winter has been shown to present challenges to cities that are marketing themselves as tourism destinations as well. 

These destinations often have to confront and change negative images of winter in the mindsets of visitors in order to 

attract them. Similarly, these destinations also have to work collaboratively across sectors to design attractive and 

animated environments for leisure to take place. In Winnipeg, the Forks National Historic Site has reframed a popular 

summer attraction to a cold weather attraction by highlighting and animating a frozen river using special events and 

public recreation offerings (Johnson & Van Winkle, 2015).  These sorts of initiatives have the potential to transform 

winter cities into vibrant, livable and exciting places to live and visit.  

At a time when cities are piloting placemaking strategies to enhance year round livability, there is a need to document 

and share the innovative practices taking place and the impacts that result. The WinterCity Strategy in the City of 

Edmonton provides a timely and instructive case study on an integrated and holistic approach to transform the winter 

urban environment and encourage its use by residents and visitors.  

The Innovation  

Case Context 

Edmonton -- WinterCity Initiative: The beginnings 

Edmonton is North America's northernmost city with a metropolitan population over one million. An important 

trading post in the settlement of Canada, today it’s the “Gateway to the North” and serves as a staging point for 

large-scale oil sands projects and diamond mining, as well as serving as the province of Alberta’s capital with 

significant government and higher education activities. Located at 53.5°N, in the winter this northern city receives an 

average of 123.5 centimetres (48.6 in) of snowfall per annum and has a daytime high of -10.4°C in January, its coldest 

month. While Edmonton is one of Canada’s sunniest cities, winter months have fewer hours of sun; on winter solstice 

(Dec. 21) the day length is only 7.5 hours (Wikipedia, 2017).  

Darkness and cold can inhibit Edmontonians’ from getting outside and engaging with their fellow citizens and the 

City’s environment. Consultations in 2011 with residents revealed that Edmontonians felt that winter could be “dull, 

dark, and dangerous” (Soles, 2012). Political champions and city managers set out to change this perception and lack 
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of winter engagement. They along with private sector, NGO and citizen partners launched the WinterCity Initiative to 

tackle the challenge of winter. 

Stakeholders Involved 

The WinterCity Initiative was supported by multiple political champions including city councillors and two mayors. 

Private sector developers, architects, planners, builders, retailers, and the hospitality sector stepped forward. NGOs 

with an interest in placemaking, community support, and professional services also participated. City managers and 

staff were integrated in initial planning and consultation and even more crucially during the implementation phases. 

A Thinktank was established, co-chaired by City Councillor Ben Henderson and a private sector design consultant 

Simon O’Bryrne (Stantec).  As champions the co-chairs realized that “Edmontonians are ready to make the culture 

shift, no longer viewing winter as something to escape from, but instead as a unique and magical season (O’Bryrne, 

2012). 

To implement the WinterCity Strategy developed from consultations and research performed in 2011 and 2012, an 

advisory group with broad sectoral representation was established. The WinterCity Advisory Council met 

approximately 3 times a year. Four Working Committees were established to give concrete input and guidance on 

their subject areas. An example of these was the Winter Design Council.  These Councils were co-chaired by one City 

branch manager and one community organization representative, providing important opportunities to embed 

community ideas into the realities of city operations and procedures. A unique Winter Festival Working Group was 

established to deal with the special challenges of running winter events. City staff were not included in the Thinktank, 

but their presence on the Working Groups was critical to putting ideas into motion. Having City staff, Councillors, and 

community stakeholders at one table brought diverse perspectives to the table, and enabled more effective and 

efficient decision making. 

Approach Used 

The Initiative started with a review of best practices used in other jurisdictions, including Norway, Sweden, Finland, 

Denmark and Quebec City (Fricson & Ranson, 2011). Next, Edmontonians’ insights on winter living were documented 

(Soles, 2011). Ten themes were identified from these information sources to formulate a WinterCity Strategy for the 

City of Edmonton. The themes were categorized into strategic pillars: “Winter Life,” “Winter Design,” “Winter 

Economy,” and “Our Winter Story” (City of Edmonton, 2012). 

The Winter Life Pillar aims to make it easier and more fun to be outside in Edmonton during the winter months. The 

Winter Excitement Guide was developed by City recreation programmers and partners to boost awareness of 

recreation opportunities during the winter months. Winter Fun Kits were developed and could be booked by families 
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or communities. The Fun Kits encourage community recreation through portable fire pits accompanied by “how to” 

cook campfire snacks, and physical activity through the provision snowshoe and kick sleds with directions on how to 

use them (Lynn Ferguson, personal communications, 2017).  

A major source of life dissatisfaction can be the daily commute to work. Encouraging Edmontonians to engage in 

active transportation, using cross country skis or fat bikes, has gained rapid acceptance in the City. A community led 

project with assistance from City program resulted in the expansion of cross country ski trails in the City’s south side, 

connecting commuters to a light rail transit station. A ski lock up at the station secures commuter’s skis for the day 

(Susan Holdsworth & Lynn Ferguson, personal communications, 2017). Fat bikes, bicycles with wide/fat tires, are 

designed for winter cycling. They make biking in slushy and icy conditions safer.  Sales documented, as one Edmonton 

bicycle retailer suggests, the use of fat bikes doubled each year between 2013 and 2015 (WinterCity Office, 2017), 

supporting on the ground observations by recreation providers and traffic managers that winter cycling is growing 

quickly (Angie Blades, personal communications, 2017). This appears supported by cycling retailers who suggest they 

no longer have to lay off staff in the winter, as it’s just as busy in the winter (WinterCity Office, 2017). Supporting 

active transportation though groomed ski trails and well maintained dedicated winter cycling routes has been 

committed to by City managers and politicians (WinterCity Office, 2017). Weekend recreation using skis was also 

fostered by additional cross country trails in the River Valley, and the opening of cafes for Nordic brunches. Offering 

bistro-style food in the heart of the River Valley was enabled by willing private sector partners, ready to support 4-

season living (Angie Blades, personal communications, 2017) (see Figure 1).    

Figure 1: Enjoying brunch at a River Valley café after cross country skiing (Credit: Susan Holdsworth)             
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A second WinterCity Initiative focus is summarized in the Winter Design Pillar. Arguably one of the most significant 

challenges, as Edmonton and many cities around the world have failed to adopt building and planning approaches 

that suit winter environments.   Winter design focuses on how the City and its businesses design and build urban 

places to make them more friendly and accessible in the winter and year-round. This includes considerations such as 

solar access, wind breaks, and using lighting to create vibrate, celebratory environments. Meetings intensively in the 

early years of the Initiative produced Winter Design Guidelines which are internationally regarded for their emphasis 

on placemaking and robust winter-focused best practices.  Major developments, both government and private sector, 

must consider these guidelines as part of their planning and approval process. An example of the importance of public 

consultation in the review of publically funded winter recreation infrastructure was illustrated in the development of 

a new skating oval.  Citizens demanded the oval’s building be realigned to maximize solar access by facing the main 

windows southward, a simple sounding consideration, but one that may not have been voiced had increased dialogue 

about desirable winter-focused design not been initiated. A second design example is the establishment skating trails 

in two Edmonton neighbourhoods along with warming huts that capture the sun’s energy and provide wind breaks 

encourage active recreation. The Victoria Park Freezeway is animated with colourful lighting (see Figure 2).  These 

design examples illustrate the social licence that has been generated amongst Edmontonians to discuss and propose 

new ways of engaging with winter, generating a more positive views towards the season.  Interviews with 

WinterCity’s coordinator, Susan Holdsworth reveal that the Winter Design Pillar is the most challenging of the pillars, 

as the City still struggles to create and identify best winter design practice and processes. Growing this expertise is a 

priority for the City.     

Figure 2: Victoria Park Freezeway: A skating trail animated with light 
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The Winter Economy Pillar encourages Edmontonians to reimagine winter as the city’s most significant resource, 

drawing on its characteristics to advance Edmonton as a world leader in winter design and manufacturing, 

technology, services and celebrations. A focus on winter business opportunities was used to diversify the local 

economy. Strengthening and expansion of winter festivals in Edmonton was one approach. Figure 3 illustrates growth 

in visitor numbers at these festivals, especially Flying Canoë Volant (Figure 4). Many other small winter events were 

initiated with assistance from the City, or developed by community groups inspired by the Initiative. To reduce 

operating costs, a shared inventory of winter festival assets (e.g., firepit, fire-rated tents, lights) was established. A 

Winter Festival Working Group, a sub-committee of the WinterCity Advisory Council was established to boost winter 

festival’s access to opportunities. A key observation made by these veteran winter festival providers is that operating 

in the winter can be 30-40% more expensive than summer operations, because of snow clearing costs, equipment 

breakage due to cold weather, and the need for more shelter.  As a result, they are advocating for great financial 

support.  

Figure 3: Attendance at Winter Festivals since WinterCity Initiative launch, 2014-2017 (Source: WinterCity Office, 
2017) 
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Figure 4: Flying Canoë Volant festival, Edmonton. (Credit: Susan Holdsworth) 

 

Developing a four-season patio culture was another main goal of this pillar. Winter patios were not a part of 

Edmonton’s culture prior to the Initiative. The Initiative partnered with entrepreneurs to celebrate “Farewell to 

Winter Patio Parties” in March 2014 and 2015, and welcomed winter in December 2016 with a “Kick-off to Winter 

Patio Season”. The WinterCity office worked with other City departments to arrange three-day patio permit 

extensions that allowed venues to create temporary outdoor patios without a permit (WinterCity Office, 2017). Each 

season 400 WinterCity branded blankets were gifted to participating venues and 100 seat cushions were loaned. 

Throughout Winter 2016/2017 venues were encouraged to open their patios on nice days. Many venues viewed the 

initiative positively: “The Patio Party was a great idea – my staff and myself saw lots of discussion of it on social 

media. It worked great” and “Our property is actually putting a business plan together to implement a full winterized 

patio into our 5-year capital plan” (WinterCity Office, 2017, p. 38).  

In addition to established festivals and the enlivening of city streets with patios, Edmonton focused on its strength as 

an event destination, attracting unique large scale events such as Red Bull Crashed Ice (Figure 5) and temporary 

exhibits and attractions such as Ice Castles (Figure 6). 
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Figure 5: Red Bull Crashed Ice in Edmonton, 2015 (Credit: Global News) 

 

Figure 6: Ice Castles, LLC in Edmonton. (Credit: Wire Service Media). 

 

Edmonton Tourism’s efforts to promote the City as a winter destination was strengthen by the patio and festival 

programs. Their award winning winter destination campaign led the charge in boosting domestic and international 

arrivals during the winter months. Below, Figures 7 and 8 illustrate their award winning 2013/14 efforts at the 

beginning of the WinterCity Initiative. Their goal, to generate 12,000 unique visitors to winterinedmonton.com was 

exceeded, attracting 61,895 unique visitors to the site, and referring 23,183 of those visitors to their partners, 

including festivals, attractions, restaurant, hotels and more. Additionally #ExploreEdmonton was applied to 3,299 

Instagram photos during the 3-month campaign period, followers on a new Instagram account and fans on their 
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established Facebook page expanded dramatically. A final goal, increased hotel occupancy during the course of the 

campaign was also surpassed, achieving an average increase of 1.64% equating to an economic impact of 

CAN$8,131,915 (Edmonton Tourism, 2014). 

Figures 7 and 8: Edmonton Tourism’s award winning Winter Campaign - 2013/14. 

 

Edmonton Tourism’s promotion efforts also addressed a fourth strategic direction, the Winter Story Pillar. This pillar 

was designed to adjust the narratives that residents tell each other about winter. To build an awareness of the 

opportunities that winter brings, and help locals remember the magical memories that winter time can generate, 

especially for those who spent their childhoods in Edmonton. It’s a call to “be honest about [Edmonton’s] climate” 

and celebrate the City’s “northerness” (City of Edmonton, 2012, pg. 40)  This locally focused exercise, once embraced 

by citizens, entrepreneurs, planners, etc., can then be broadcast to regional and distant visitors, inviting them to 

enjoy Edmonton’s winter season.  

Approaches used to advance the Winter Story Pillar included the Winter Excitement Guide described earlier, 

encouraging local media outlets and especially weather announcers to talk about winter differently, and the 

Winterscapes program, which promoted front yard wintertime beatification. Winterscape encouraged gardeners to 

introduce shrubs and plants with winter interest to their yards. Homeowners were encouraged to build whimsical 

features using snow, ice, lights, and paint, to create forts, slides, and sculptures. The WinterCity Office has its own 

Facebook and Twitter accounts which encouraged followers to share winter related information and build a 

community of winter enthusiasts. While detailed analytics of the success of this social media engagement is not 
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complete, the Facebook account “reach” grew from 824,537 in 2014-15 to 1,270,310 in 2016-17 (WinterCity Office, 

2017). The winter story initiatives appear to be working as 60% of Edmontonians in an online survey (n=1869) agreed 

that they “take pride in winter” whereas 24% did not.  Campaigns lead by Edmonton Tourism which communicate 

Edmonton’s unique winter offerings to external audiences appear to be succeeding as well. By tackling the winter 

issue head-on in 2015, the destination marketing organization has used a frank and humour-filled approach regarding 

the realities of winter in Edmonton and the rich experiences it can provide. Promotional efforts along with direct 

flights in the winter season to northern Europe has increased the overseas awareness of Edmonton’s winter charms. 

A summary of actions associated with each pillar are summarized in Table 1. 

Table 1: WinterCity Initiative Pillars: Select actions 
Winter Life • Winterscaping program for homeowners and businesses 

• Winter Fun Kits 
• Winter Excitement Guide 
• Expanded groomed and ungroomed cross country ski trails for commuting and 

recreation, with ski lock ups at LRT station (Ski2LRT) 
• Winter “Green” Shacks, an continuation of summer recreation provision to 

neighbourhoods for kids out of school 
• Fostering new ways to experience winter: Fat bikes, kick sleds, etc. 

Winter Design • Design that maximizing solar access 
• Design that reduces the impact of wind and cold temperatures 
• Winter Design Guidelines 
• Winter design considerations become standard planning practice 
• Public consultation on winter-specific design 
• Using lighting and winterscaping to enhance aesthetic appeal and safety 

Winter Economy • Winter patios 
• Winter fashion week, and designer winter fashion shows 
• Edmonton Tourism regional, national and international promotional campaigns 
• Support large festivals and smaller local events 
• Expanded food services in River Valley and other winter venues 
• Animating shared spaces, e.g. downtown square, to enhance wintertime 

experiences of visitors and residents. 
• Attracting unique events and attractions (e.g., Red Bull Crashed Ice). 

Winter Story • School outreach, working with kids change Edmonton’s winter narrative 
• Sharing the story locally: City’s poet laureate, local media, and event promoters 

shape and share new winter narrative 
• Engaging community via social media regarding winter opportunities and what a 

living in a winter city means to them 
• Multiple channels of storytelling, print, online, television, radio, etc. Two directional 

communications 
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Impact, Implications & Lessons Learned  
“ The WinterCity Strategy has done great things for this city in helping to change peoples’ mindset. People are 

being motivated to go outdoors. Our festival has grown from 3500 people attending five years ago, to over 

40,000 in 2017.  Something’s being done right. The Strategy has played a significant role in communicating 

that winter is a time to go outside and have fun” (Daniel Dournoyer, Winter City Strategy Year Three Report 

and Evaluation 2017). 

The innovative approach to transform Edmonton into a WinterCity has resulted in numerous, measurable impacts 

that have impacted the quality of life in the city.  In 2017, a three year report and evaluation was conducted by the 

WinterCity Office to measure the impacts and lessons learned from the first few years of implementation of the 

WinterCity Strategy. The evaluation was based on data that emerged from online surveys, interview, web analytics, 

social media analysis, attendance numbers and participation rates. 

The impacts of the WinterCity Strategy has been a “story changer” to get people to shift their winter mindset to think 

and behave differently in winter thereby impacting quality of life.  The actions undertaken have been show to change 

people’s perception of winter as a time to embrace, get outside and play as opposed to staying indoors and 

hibernating. A 2017 online survey of Edmontonians found that 44% agreed that their perception of winter has 

become more positive. Residents indicated that the top 5 was that the City has improved their quality of life in winter 

time included: 1) more winter festivals/events/things to do (31%), 2) better amenities/maintenance of infrastructure 

(22%), 3) better promotion and awareness of what is going on (16%), 4) more outdoor recreation activities (10%) and 

5), a culture shift in public dialogue about winter (8%).  

The shift in perceptions has also positively influenced behavior change as well. For example, in the online survey of 

residents, 36% reported that they were more active outside in the winter. Of those that cycle in the winter, 36% of 

them started after the introduction of the WinterCity Strategy. According to one respondent, “It’s interesting how 

your mindset can shift. I never really understood winter cyclists. But two years ago, I realized I didn’t want to put my 

bike away in the fall, so I thought I’d see how long I could keep biking in winter. The first winter I only rode to work six 

times. Now in my second year, I ride 3 to 4 times a week and I love it”.  This quote illustrates the perception and 

behavior shift that has occurred for some Edmontonians as a result of the changes made through the WinterCity 

Strategy. A significant emphasis in the Strategy was to animate the city through winter festivals and events. The 

number of events and attendance has been increasing steadily since the Strategy was launched. In 2015 the City 

hosted 21 winter events with 116,450 attendees. In 2017, 50 events were hosted and an estimated 239,885 people 

attended.  
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The approach used has also meant that the WinterCity Strategy has been an “influencer” which has given various 

groups in the City social license to plan and implement initiatives independent of the WinterCity Office.  The success 

of the Strategy has caught the attention and influenced both internal and external audiences. For example, members 

of the Advisory Council members and the WinterCity Office have been asked to present the strategy at numerous 

national and international conferences.  It has also received multiple awards including two national awards from the 

Canadian Institute of Planners 2014 Award for Planning Excellence, the 2014 Communities in Bloom Winter Life 

Award, and two provincial awards including the Alberta Professional Planning Institute 2013 Award of Merit and the 

2014 Minister’s Award for Municipal Excellence from Alberta Municipal Affairs.  Within the city, the model that was 

used to create the strategy (robust community consultation, collaborative and evidence based) has influenced the 

design and development of other city initiatives such as the Edmonton Transit Strategy, Child Friendly Edmonton, 

Breathe - Edmonton’s Green Network Strategy, and the Live Active Strategy.  

The development and implementation of Edmonton’s WinterCity Strategy has resulted in numerous lessons learned 

that can assist other winter cities to shift winter mindsets and positively impact the quality of life in winter urban 

settings.  

1.         A solid foundation 

The extensive, multi-faceted consultation used to develop the strategy resulted in a strong understanding of 

the mental models that existed and underpinned the transformation needed in the City. This understanding 

allowed for the development of a Strategy that was built to shift and transform the winter mindset thus 

changing the story and consequently, the built environment and social behavior. 

2.         The holistic approach 

The vision in the strategy intersected recreation, urban design and well-being and as such, facilitated 

intersectionality within and between City departments and numerous external partners. 

3.         Political champions and investment 

The WinterCity Strategy has both political and resident buy in. Political buy-in has been critical to launch the 

Strategy and engender broad support across Departments. Some of this political support came in the form of 

championing the ideas and some of it came in financial investment. 
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4.         Governance and communication structure 

The multi-partner Advisory Council and its working groups ensure that the Strategy is embedded across City 

Departments and that its actions are integrated across departments and sectors. The regular meeting 

schedules ensure ongoing communication and relationship building required for forward movement on the 

Strategy. 

5.         Public buy-in 

The consultative process and broad based partnerships have resulted in citizen buy in which in turn has given 

groups social license to initiate and implement activities during winter. 

6.       Partnerships 

Partnerships among community leagues and community-based NGOs, City departments and programs, 

hospitality and leisure delivery businesses, developers, design firms, universities, and many other actors were 

essential for moving forward with Edmonton’s “embrace the winter” agenda. No one organization could 

foster the cultural shift necessary to advance real change. 

7.       Dream big and be opportunistic 

Facilitating a change in mindset and activity requires an open mind to the ideas that already exist and to 

those that will come forward during the process. The WinterCity Office suggests that it is important to 

explore new ideas regardless of where they emerge from and to be creative in the use of existing resources 

and how they can be used to implement new opportunities.  At the same time, ideas have been screened to 

ensure they align with the principles of the strategy to ensure they are authentic, attitude-changing and 

sustainable over the long term. 

In conclusion, the Edmonton WinterCity Strategy provides an excellent example of a bold, multi-faceted approach to 

shift mindset and behavior in a winter city. The approaches used to develop and implement the WinterCity Strategy 

are innovative and impactful and as such, they merit discussion and consideration by those involved in broad based 

quality of life initiatives. As with other early adopters of innovative approaches, the proponents of change in 

Edmonton are learning as they go, evaluating their results and enhancing the strategy along the way. Within a short 

period of time, their efforts have had an impact on the quality of life of Edmontonians and their approach has 

positively influenced the design and development of additional strategies within and outside of the City.   
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Discussion Questions 
1. Locate three cities that experience a winter climate.  Do an online search of the city to determine how it 

highlights its climate to existing residents and to potential visitors. 

a. Is the winter climate portrayed as a positive or negative asset for the city?   

b. To what extent are outdoor leisure pursuits profiled in the images used? 

c. Do you see opportunities for these cities to enhance winter livability? 

2. Do an online search of Edmonton and the WinterCity Initiative. 

a. How does the portrayal of Edmonton differ from the communities you viewed online in question 1? 

b. Does Edmonton look like an attractive place to live or visit?   

c. How are leisure pursuits utilized in the Edmonton case to make the community more livable in 

winter? 

3. What other ideas do you have for Edmonton to continue its momentum and position itself as a World-leading 

Winter City?  
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